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ABSTRAK 
Penelitian ini bertujuan untuk menganalisis pengaruh informative value dan 

vicarious expression terhadap urge to buy impulsively melalui trust in influencer’s 

branded posts produk facewash Khaf pada pengguna TikTok, baik secara parsial 

maupun simultan. Penelitian menggunakan pendekatan kuantitatif dengan metode 

survei. Data dikumpulkan melalui penyebaran kuesioner menggunakan skala Likert 

1–5 kepada 140 responden yang pernah membeli facewash Khaf di TikTok Shop. 

Teknik pengambilan sampel yang digunakan adalah non-probability sampling 

dengan pendekatan purposive sampling. Analisis data menggunakan metode 

Structural Equation Modeling–Partial Least Squares (SEM-PLS) terhadap 100 

responden. Informative Value berpengaruh positif dan signifikan terhadap Urge to 

Buy Impulsively. Vicarious Expression berpengaruh positif dan signifikan terhadap 

Urge to Buy Impulsively. Informative Value berpengaruh positif dan signifikan 

terhadap Trust in Influencer's Branded Posts. Vicarious Expression berpengaruh 

positif dan signifikan terhadap Trust in Influencer's Branded Posts. Trust in 

Influencer's Branded Posts berpengaruh positif dan signifikan terhadap Urge to Buy 

Impulsively. Trust in Influencer's Branded Posts mampu memediasi secara positif 

dan signifikan pengaruh Informative Value terhadap Urge to Buy Impulsively. Trust 

in Influencer's Branded Posts mampu memediasi secara positif dan signifikan 

pengaruh Vicarious Expression terhadap Urge to Buy Impulsively. Hasil penelitian 

ini diharapkan dapat memberikan referensi bagi peneliti selanjutnya.  

Kata Kunci: Informative Value; Vicarious Expression; Urge to Buy 

Impulsively; Trust in Influencer’s Branded Posts; TikTok Shop. 
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ABSTRACT 
This study aims to analyze the effects of informative value and vicarious 

expression on the urge to buy impulsively through trust in influencers’ branded 

posts for Khaf face wash among TikTok users, both partially and simultaneously. 

The study employs a quantitative approach using a survey method. Data were 

collected through a questionnaire using a 1–5 Likert scale administered to 100 

respondents who had previously purchased Khaf face wash on TikTok Shop. The 

sampling technique used was non-probability sampling with a purposive sampling 

approach. Data analysis employed the Structural Equation Modeling–Partial Least 

Squares (SEM-PLS) method on 100 respondents. Informative Value has a positive 

and significant effect on the Urge to Buy Impulsively. Vicarious Expression has a 

positive and significant effect on the Urge to Buy Impulsively. Informative Value 

has a positive and significant effect on Trust in Influencers’ Branded Posts. 

Vicarious Expression has a positive and significant effect on Trust in Influencers’ 

Branded Posts. Trust in Influencers’ Branded Posts has a positive and significant 

effect on the Urge to Buy Impulsively. Trust in Influencers’ Branded Posts positively 

and significantly mediates the effect of Informative Value on the Urge to Buy 

Impulsively. Trust in Influencers’ Branded Posts positively and significantly 

mediates the effect of Vicarious Expression on the Urge to Buy Impulsively. The 

results of this study are expected to serve as a reference for future researchers. 

Keywords: Informative Value; Vicarious Expression; Urge to Buy Impulsively; 

Trust in Influencers’ Branded Posts; TikTok Shop. 
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